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INTRODUCTION
pologists and geographers (Miller et al. 1998) are not matched by similarly detailed studies by American sociologists?unless they are employees of marketing firms. One practical problem is that consumption is a huge topic that overlaps different institutional areas and both the public and private spheres. It is impossible to devise a single analytic framework to grasp its many historical forms and influences or the diverse theoretical perspectives that either praise or condemn it (see Slater 1997). By the same token, the division of intellectual labor among sociological fields makes it difficult to attach consumption to specific areas of the discipline.
Another problem, traceable to classical sociologists of the nineteenth century, is that consumption is broadly taken for granted and often denigrated. Above a minimal level of satisfying physical needs for food, clothing, and shelter, the desire to consume was considered by Marx to be a social need induced by capitalism: a "commodity fetish." Although he acknowledged that men and women like to dress up and eat well, he described these acts as "animal functions" (Marx 1972, p. 60). Weber (1946) viewed consumption instrumentally rather than as a social action carrying meaning in itself. But this does not mean that he thought consumption trivial. The ability to control the use of consumer goods is an important means of marking social status in any society, and in a market society, the ability to buy goods is shared by men and women in the same market position. Significantly, Weber's "Protestant ethic" (1958) has become a key word for referring to consumption as hedonism, pragmatically placed in the service of religious beliefs about salvation. Simmel (1997) was the first of the classical sociologists to discuss both the sen?
suality and attraction to novelty that supports mass consumption and to suggest that consumers' apparently inconsequential behavior?paying attention to fashion and shopping?is a common expression of modern social life, especially in cities (Simmel 1957 Issues of identity and consumption converge in the concepts of "taste" and "lifestyle," that is, systems of practices through which individuals classify them? 
Both researchers and client firms claim that values and lifestyles surveys (VALS)

TRANSITIONS TO A CONSUMER SOCIETY
Most writers interpret consumer society as a distinctive product of modernity, yet the timing of its development and its social, cultural, and economic forms vary across societies, time periods, and regions of the world. Certainly we can identify a "generalized shift" in social practices and mentality (Appadurai 1996, p. 72) that unleashes desires to express individuality, directs these desires to consumer 
